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A B S T R A C T 
The purpose of this research is to study the effect of information on the viability of a relationship 
with a retail store via Facebook through the effects of perceived quality and perceived credibility of 
information the usefulness of the information source and the intention to continue to use this source 
by the consumer. The data from this study were collected from a survey via Internet. The survey was 
conducted on a real fan page of a retail enterprise. The sample consists of 210 users Tunisians. A 
model was developed based on existing research in the area of quality of service online, quality, 
credibility and information via Facebook and intention to use this source utility by the customer. 
Data were analysed using structural equation modelling. 
The results show that the quality and credibility of information have a positive and significant 
impact on the usefulness of the information source and indirectly leads to an intention to continue to 
use this source of information by the customer, especially the fan page of retail enterprises. On the 
practical level, this research enables the retail companies to consider social media and especially 
Facebook as a means of communication because of the importance of information and 
communication technologies and the growing number of Internet. 
 
 
© 2014 Holy Spirit University of Kaslik.. Hosting by Elsevier B.V. All rights reserved. 
1. Introduction 
Technologies, especially social media are changing the way stakeholders 
have access to the information on companies’ retail. Social media allows 
companies to create an online presence and awareness of their purpose 
and their activities and to build relationships by offering various ways to 
communicate with their stakeholders to interact with them and provide 
them with information. The ubiquity and popularity of social media have 
changed the way people communicate and the Internet has acquired an 
important role in the dissemination and use of the information [1]. 
 
In the last two decades, the Internet has become an important element 
even essential for communication and information [2]. This is why 
Castells [3] states: "to develop without Internet today would be like to 
industrialize without electricity yesterday". 
 
 
 
The emergence of social networks has changed the way information 
transmission [4]. This is why Bruno [5] states: "... in the context of online 
social media, influence is a broadcast communication step by step and in 
addition to that of the transmission of word of mouth in the physical world 
... ". 
 
The Expression social media refers to a group of services such as blogs, 
social networks or blogs pickups to develop exchange files (point of view) 
social interaction (influence, structuring of individual groups in networks, 
acquisition notoriety) and the creation of content on the internet. 
 
The last year marked a remarkable development of social networking sites 
[6]. This remarkable development is illustrated by Castells [5] who says: 
"Who wants to live in society at this time and in this place will necessarily 
be confronted with the social network. Since we are well and truly entered 
the Internet Galaxy". 
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Networks allow users to communicate with each other in different ways, 
either by mail or instant messaging, and share personal information, but 
also to discuss both public and private as well the use of this media issue 
is very important for the development of retail enterprises [7]. 
 
The most popular social networks are Facebook, Myspace or Twitter but 
want social media in general may seem illusory. This is why this study 
will focus on one of these social media to know that Facebook has 
become the favourite and most used social network by Internet within a 
few years. 
 
This craze towards Facebook has attracted the attention of researchers in 
the social sciences, especially in the American context. But Facebook is 
now an international phenomenon and is invited to various aspects of 
social life. Facebook provides an alternative for individuals to obtain 
information not only from a few people they know but also a large group 
of individuals geographically dispersed and connected by the Internet [8]. 
 
Such information may relate to natural persons and be of different types 
and including public information (e.g., schools attended or religiously) 
and private (e.g., sexual orientation or amorous situation) or legal persons 
as retail enterprises. 
 
The Internet sometimes poses an identification and the presence of the 
people of evil intent [9] and problem identification can go along a 
continuum whose one end is an implicit presentation and the second an 
explicit presentation [7]. Generate this information on Facebook can be 
used by retail companies [10]. But being issued in a virtual environment 
such information may raise the issue of the credibility and quality of 
information and lead to the questioning of the intention to continue using 
the source [8]. 
 
Others have looked at the credibility of information on the Internet using 
blogs [11]; [12] as scarce or nonexistent are the studies on the quality of 
information on Facebook and the credibility of the source of such 
information and their effects on the usefulness of the information but also 
the viability of the relationship with the source in the context of retail. 
 
One of the youngest networks Facebook in a context marked by a strong 
virtual communication. Unlike other social media Facebook is used as 
both a blog and social network. Founded in 2004, Facebook accounted for 
200 million users worldwide in 2009 and more than 400 million users in 
2010 [13]. Facebook, whose previous figures announced in September 
2013 estimated to 1.155 billion active users, has unveiled new figures up. 
End of September 2013, they’re estimated to 1.19 billion active users*.  
 
Like other continents in the world, Africa faces the explosion of social 
networks whose success is encouraged by the widespread use of mobile 
phones on the continent. According to a report by the International 
Telecommunication Union, with over 400 million subscribers, the most 
important North American market African market preceded the rest of the 
world in the transition from fixed telephony to mobile telephony.  
 
Facebook, already among the first 700 social networks used in the world 
with 700 million users, or 10% of the world population, is also the main 
 
 
 
*
 http://www.cnetfrance.fr 
2 : http://www.ati.tn.  
 
online social networking visited in most African countries (61.6% of 
penetration rate in the top 10 countries that use the most this site).  
 
The rate of Internet penetration is 38%, or 125 million Internet users. The 
region has over 53 million active on social networks. 80% of Internet 
users use social networks daily. The number of Facebook users has 
multiplied by 3 between 2010 and 2012 
 
In Tunisia, despite the increasing number of Internet users in 20122 to 
more than 4.2 million, nothing has been done to understand the reasons 
and exploit this situation. 
 
Like other countries around the world, Tunisia has a high penetration rate. 
Indeed, the percentage of users of facebook in relation to the total 
population is among the highest percentages. The Maghrebian level, after 
Morocco and Algeria Tunisia comes with 4.6 million Tunisians on 
Facebook with 400,000 new since January 2014.  
 
A small revolution seems to walk on the Tunisian web. His name: 
Facebook. This online social network collects 1.4 million followers, 14% 
of Tunisians. And they are more than a hundred thousand new users join 
each month. 
 
Research objectives 
The goal of our research is to investigate the effect of information on the 
viability of a relationship with companies in the retail via Facebook 
through the effects of perceived quality and perceived credibility of the 
information on the usefulness of the information source and intention of 
consumers to continue to use this source. This work focuses on two 
research questions:  
(1) What are the effects of perceived quality and credibility of information 
on the perceived usefulness of the information to the consumer in the 
context of retail? 
 (2) What is the effect of the perceived usefulness of the information with 
the intention to continue to use the source of the information by the 
consumer in the context of retail? 
 
The structure of this paper is as follows. The next section focuses on the 
literature review, the theoretical research model and hypotheses, 
methodology, evaluation of the model research and discussion of results. 
Finally, we close this section by presenting the implication and 
opportunities for future research. 
2. Literature Review 
A social network is a set of entities such as individuals or social 
organizations, interconnected by links created during social interactions. 
Today these social interactions are reinforced by the development of 
virtual networks, links are created between entities increasingly distant 
and whose contacts are more numerous. A social network is a form of 
interpersonal interaction [14]. 
 
With great success, several researchers have used data from social media 
for many purposes like, forecasting stock market movements [8], revenue 
forecasting films [3] and even predicting election results [15]. Recently, 
Granka [16] proposed a model of electoral forecast for the United States 
based on web search data and past election results, not a single election. 
 
Franch [17] follows a similar approach combining data from many social 
media sites, not just Twitter or Facebook. Social media allow users to 
interact, share content, and collectively create content [18]. Social media 
include, among others, blogs, social networking sites and platforms for 
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music, video and photo sharing [19]. 
 
The media landscape has undergone a major transformation over the last 
decade [12]. Social media and social networking and micro blogging, 
increasingly replacing traditional media and the buzz around these new 
marketing opportunities seem unlimited with that millions of fans declare 
their love for products on Facebook. 
 
This continuous growth of social media seems unlimited date [20], 
because we expect investment in social media to increase to more than 
three billion dollars per year by 2013 [21]. Social media have emerged as 
a mass phenomenon with a wide demographic breakdown for example 75 
percent of Internet users in the United States use social media [22]. The 
viral spread of information through social media has a much greater 
ability to reach audiences that other media such as TV advertising, radio 
and print [23]. 
 
Facebook is a social way to help people get information and communicate 
effectively with their friends [24]. Cheung et al. [43] show that the main 
objective of using Facebook is to interact and communicate with friends 
and also be a member of groups, enterprises...etc. The Internet and 
especially social networks thus empowered the users to influence others 
through a variety of tools [16]. 
 
A number of studies have been conducted on the feasibility and use of 
social media. These studies show that users consider the data source [25]. 
 
2.1. Usages of social media 
According to Jenkins [26], we are witnessing a cultural revolution whose 
main characteristic lies in the willingness of individuals to actively 
participate in the production of content on various media platforms. 
Jenkins [26] asserts that the traditional media companies will have to face 
the facts: they must comply with this new reality and work with 
individuals. He concluded that the consumption of goods and services has 
become a collective process and supported by the collective intelligence 
[27]. Social networks are concrete examples of the emerging paradigm of 
convergence. These virtual landmarks where individuals, enterprises and 
media interact freely and complex in their interrelationships and their 
decision-position or decision [10]. 
 
Social media is described as Internet applications observing the fastest 
growing and being the most popular among young people [14]. In the 
same way, social media were visited in 2008 by two-thirds of Internet 
users and the time spent on social media is growing three times faster than 
the overall time spent online [6]; [28].   
 
Like large organizations, this free environment allows thousands of 
individuals and enterprises in retail to create products together, to access 
new markets and to join with other consumers social or commercial 
purposes. These innovations result in the development of new, more 
dynamic and more productive business models characterized by 
individuals who have a specific role to play [6]. 
 
Social media include various types of interactions between individuals on 
the web and it is difficult to draw the line between social media and social 
networking sites. According Cazzava, [42] social media suppose, on the 
one hand, the online publication of content and, on the other hand, file 
sharing, opinions, as well as social interactions between individuals with 
common interests. This involves grouping communities of interest in the 
acquisition of fame for everyone and also the development of influence on 
the web [7]. So, social media are meeting places for individuals, self-
expression and sharing of opinions and commercial and non-commercial 
information. 
 
Similarly, Tunisian Facebook is not only used as a means of 
communication by individuals but also by private companies [6]. After 
giving an opportunity for members of the Facebook community to create 
groups, the world's leading social network has decided, as part of its 
fundraising, to implement a feature that allows companies to create a " fan 
page "about their products or brands. To the extent that companies use 
social networks to develop brand awareness, facilitate its communion and 
promote interaction, enhance virility and information sharing, improve e-
reputation, humanize their enterprise, create a community around their 
enterprise, recruit fans or fans of the brand, engage and learn about people 
interested in their brand, obtain feedback on their products, recruit and 
retain staff, establish contacts with new customers, organizing the events 
and conducting the market research to better understand competitors and 
gather information on new products and technologies [6]. 
 
So with the international audience Facebook companies have the ability to 
communicate with millions of users and to conduct marketing campaigns 
with various objectives through "fan page." Indeed, these pages provide 
an opportunity for members to show their commitment to certain brands, 
products and companies as in this case. 
 
2.1.1 The perception of the quality of the information on the 
Facebook page of a retail store  
 
Empirical studies on the strategy of the company, the quality of 
information and communication and customer relationship are quite rare, 
especially in the retail sector [29]. While an effective customer 
relationship can help companies maximize their ability to interact with 
clients, which does not lead only to improve the quality of good and 
service, but also improves the response to customer needs [30] ; [7]. The 
rapid increase in household income at the same time increased the demand 
for consumer goods. Now consumers are demanding more quality, 
convenience, variety and taste whatsoever about the product or the 
product information [11]; [31]. 
 
The quality of information is an area of research that has received a long-
standing interest, but just emerging as a research field in its own right, 
such as have shown [4]; [31]. Other researchers have conducted studies in 
this area, focusing on social networks [18]; [32]. It is the main 
determinant of the usefulness of the information [18]. It poses the problem 
of lack of consensus on the concept of quality and refers to certain 
characteristics contained in the information (punctuality or completeness, 
accuracy...). 
 
For Harrathi & Calabretto, [46] the quality of the information relates to 
the user that is to say, it is relative to the satisfaction of their needs in 
terms of choice for assessing quality factors. For some this quality can be 
affected by three dimensions namely the content of the information, the 
form of information and the physical environment associated with this 
information [18]. The information contained dimension determines 
whether the information is correct, current, valid, complete, relevant and 
guaranteed [23]. 
 
The criterion size refers to the design and links from the information [43] 
while the physical environment refers to the ease with the user acquires 
the information [20]. High quality information is important from the point 
of view of the usefulness of information to users [15]. 
 
In case the information is inaccurate or incomplete view obsolete users 
have a tendency to lose confidence in the source of information in the 
context of social networks and undermine the usefulness of this 
information [32]. Ahn et al. [33] believe that the quality of information on 
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the web has a positive impact on the perceived usefulness concern at the 
source of this information. Similarly, Lu & Lee [34] found that the quality 
of information has a positive impact on its original source. Based on these 
findings it can be argued that: 
 
H1: the perception of the quality of information on Facebook 
will have a positive impact on the perception of the usefulness of this 
source of information regarding the business of retail. 
 
2.1.2. The perception of the credibility of information on the 
Facebook page of a retail store 
 
Several studies have been conducted within the framework of the 
credibility of the source of information. Yu, [11] argues that credibility is 
frequently linked to the objectives of the evaluation. It has some elements 
that could be submitted to the assessment of credibility assessment as 
media credibility, the credibility of the source or the credibility of the 
message. A credible source is seen as a source of information that 
provided a good quality and credibility and reliability of a message is seen 
as information generated by a credible source [12]; [15]. 
 
Tunisia Facebook allows you to assign users unprecedented powers by 
providing a convenient way to research, editing and presentation of 
information. But to enjoy these benefits, users must be able to identify the 
sources of information they can trust that is to say credible sources and the 
credibility of the source refers to the perception of the recipient the 
reliability and expertise of the information provider [35]; [2]. 
 
Indeed, information provided by a highly credible source can be regarded 
as reliable and useful information and facilitating knowledge transfer [2]. 
The credibility of the source has been an important issue for researchers 
dating back to early studies by the Yale group [15], who examined the 
credibility of the source and its impact on the persuasion. 
 
Shen & Chiou [36] showed in their studies that the perceived credibility 
of the information had to be more to the message sender. Theories about 
the credibility of the source identified expertise and bias as that may affect 
the credibility of the information [15]. 
 
In the model of adoption of information, credibility is another important 
source determining the usefulness of the information [44]. These authors 
found that the information is credible when it is provided by an expert 
group. So the information is more credible when it comes from a credible 
source. 
 
Castillo et al, [2] showed that the credibility of the communicator, 
attractiveness, physical appearance, familiarity and power, etc. Which are 
the attributes of the source of information, could have an impact on the 
credibility of information [2]. However, computer-mediated 
communication (e.g., Facebook) where text messages are exchanged, 
some attributes such as attractiveness and physical appearance of the 
source are difficult to assess, because the nature of the virtual discussion 
does not transport such signals [36]. In the exchange of information in the 
virtual world profile could therefore be an indicator of credibility as an 
information source. 
 
Indeed, Xiao et al, [32] in an experiment using a communication via 
computers found that the credibility of the source has a positive effect on 
the usefulness of the information. Therefore it can be argued that: 
     H2: the credibility of the source of the information on 
Facebook will have a positive effect on the usefulness of the source of 
information regarding the enterprise of retail. 
 
2.1.3. The perception of the usefulness of the source of information on 
the Facebook page of a retail store 
The importance of information quality and credibility of source was also 
strongly emphasized and validated in previous research on information 
retrieval [2]. Besides others [43] showed the adoption of information is 
affected by the value of the information. Indeed, according to them the 
usefulness of the information, the main building in theories of adoption, is 
more strongly related to the adoption of information that the quality of 
information and the credibility of the source [25]. 
 
However, it is important to have available a good information system for 
information. In fact, the success of system information depends on 
whether users are willing to use in the future and the past few years 
several studies have been carried out under the continued use of the 
information system that is to say, the source of information [25]; [2]. 
Depending on the model of continuity of adoption information, 
continuation of the use of the source depends on the perceived usefulness 
of information and user satisfaction [32]. 
 
The notion of the usefulness of the information refers to the informational 
capacity and service that makes [32] and it is subjective. Indeed, which 
could be considered useful information in one context may not be in 
another context. But the use of information is one of the main activities of 
users in social networks for example reading the comments and opinions 
published by other users [15]. 
 
In previous studies on the adoption of information, it has been shown that 
one of the main elements influencing the adoption of information is the 
perceived usefulness of this information [36]. Similar results have been 
found in the adoption of information in a context such as Facebook [32]; 
[3]. Given the rapid evolution of technology retail, and high operating 
costs in the retail trade. It is argued that the communication and 
information strategy are an essential component for the success of many 
retailers [18]. Time seems to be the most critical to customer shopping 
experience factor, especially in grocery stores or supermarkets [5]; [38]. 
The usefulness of information has become a competitive weapon in retail 
operations [1]; [2]. 
 
Research was conducted to test the relationship between the usefulness of 
the information and intends to maintain the relationship with the source of 
this information. Castillo et al, [2]; Lampos et al, [25] found that the 
perceived usefulness of the information has a positive impact on the 
intention to continue the relationship with the source of information. 
Chiou & Shen [36] showed that perceived usefulness affects consumer 
behaviour in the virtual environment. So we can conclude that, as in 
previous studies on social networks, the information on Facebook can be 
useful. Where: 
H3: Perceived usefulness of information posted on Facebook 
will have a positive effect on the intention to continue to use this source of 
information regarding the business of retail. 
 
Conceptual research model:  
 
Based on the literature, we can announce in Figure 1 the conceptual model 
of our study. 
Figure (1):  conceptual model of the research 
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3. Methodology 
3.1. Empirical Study 
An empirical study was conducted to answer these research questions: 
RQ 1: What are the effects of perceived quality and credibility of 
information on the perceived usefulness of the information for the user in 
the context of retail? 
RQ 2:  What is the effect of perceived usefulness of information on the 
intention to continue to use the source of information in the context of 
retail? 
 
3.1.1. Sample and Data Collection 
 
To minimize bias, we chose to administer our questionnaire to customers 
over the Internet. The data analyzed in this study were collected from an 
online survey. The convenience sampling method was used. The survey 
was conducted on the fan of a true commercial space page: This is 
actually the hypermarket "Monoprix". Facebook page that teaches 
contains the largest number of fans. We chose this sample of respondents, 
because they are true fans of the Facebook page and have previous 
experience in this area of retail. Data collection is performed on a sample 
of 210 consumers Tunisians. The questionnaire was presented in French. 
In our sample, most respondents are men 58% against 42% are women, 
32% of them are students, 21% of retailers, 20% of employees, 15% 
retired and 12% unemployed. Regarding age, 19% under 25, 34 % 
between 25 and 34 years, 26% between 35 and 44 years, 17% between 45 
and 54, and 4% over 55 years. Most respondents, 71% were single and 
78% have less than 700 dinars monthly income. 
 
3.2. Measures 
The use of interval scales allows researchers to use a variety of statistical 
techniques that can be applied to data from the nominal and ordinal scale, 
in addition, arithmetic mean, standard deviation, and other statistics 
commonly used in marketing research [40] cited by Jalilvand and Samiei, 
[4]. 
The quality of information on Facebook was measured by the scale items 
[39]. The latter is composed of four items and was designed as a semantic 
differential scale Osgood to three levels. 
 
The credibility of the information on Facebook was measured by the items 
of the scale [32]. The latter is composed of four items and was designed as 
a semantic differential scale Osgood to three levels. 
The usefulness of the information on Facebook was measured by the 
items of the scale [32]. The latter is composed of two items and was 
designed as a semantic differential scale Osgood to three levels. 
The intention to continue the relationship was measured by the scale items 
[27]. The latter is composed of two items and was designed as a semantic 
differential scale Osgood to three levels. 
Table I: Measurement of constructed 
Measuring the quality of information 
Q1 Relevant Moderately relevant Impertinent 
Q2 Actual Moderately existing Ancient 
Q3 Exact Moderately exact Inaccurate 
Q4 Complete Moderately complete Incomplete 
Measurement of the credibility of information 
Cr1 Trustworthy Moderately trustworthy Untrustworthy 
Cr 2 Reliably Moderately reliable Unreliable 
Cr 3 Expert Moderately expert Not an expert 
Cr 4 Well informed Moderately informed Not well informed 
Measuring the usefulness of the information 
US1 Very informative Moderately informative Not informative 
US 2 Very useful Moderately useful Needless 
Measurement of intention to continue the relationship 
IN1 Very likely Moderately likely Very unlikely 
IN 2 Certain Moderately certain Uncertain 
 
As a first step in our data analysis and to identify the structure of relations 
between the items that form the scale of this investigation, a principal 
component analysis (PCA) with Varimax rotation was performed with 
SPSS 17 for the structure of factors. 
 
After a process of pre-test based on the study of various common and 
factor weights for each item, we kept all the items of the four scales used, 
since all commonalities are less than 0.5 [20]. 
 
The results we obtained using principal component analysis with Varimax 
rotation revealed the existence of a one-dimensional structure of 4 scales 
rely developed to measure the quality, credibility and usefulness of the 
information and intend to continue to use this source (Table IV). Several 
studies in the field of services have maintained the same single-item 
measures [40]; [9]. 
 
After this first exploratory phase, the results of PCA were subjected to a 
confirmatory factor analysis with AMOS 20.0 to measure their 
adjustment. The test of Skewness coefficients (symmetry coefficient), 
Kurtosis coefficients (flatness coefficient) and the Kolmogorov-Simirnov 
and Shapiro-Wilk indicate a good fit of these findings. But the Mardia 
coefficient shows a value greater than three in absolute value indicating 
the problem of multi-normality of these results. Therefore, we used the 
bootstrap method associated with the maximum similarity to estimate our 
results. At each step, 800 bootstraps were carried. 
 
In addition, the reliability of the scales can be confirmed, since the 
composite reliability and Cronbach's alpha for all variables are higher than 
the recommended value of 0.7, all construction and standardized 
coefficients are statistically significant for all variables at 0.05 (critical 
ratio greater than 1.96, in absolute value). All this allows us to confirm the 
reliability and convergent validity of the model. 
 
Table II: Descriptive statistics, reliability and convergent validity of 
the measures 
Measures 
Loadi
ng 
t-value Me
an 
SD Rho 
Joresko
g 
AVE 
Quality of information (CR = 0.83) 
Pertinent-Impertinent 
Existing -Anciene 
Exactly-Inaccurate 
Complete-Incomplete  
Credibility of the information (CR = 
0.88) 
Trustworthy-Untrustworthy 
Reliably-Unreliable 
Expert-No expert 
Well-informed -No well-informed 
Usefulness of the information (CR = 
0.85) 
Very informative - Not informative 
Very useful - Needless 
Intention to continue to use the source 
(CR = 0.91) 
Very likely-Very unlikely 
Certainly-Uncertain 
 
0.694 
0.683 
0.793 
0.563 
 
 
0.697 
0.893 
0.533 
0.675 
 
 
0.699 
0.898 
 
 
0.753 
0.843 
 
17.549 
17.234 
15.042 
12.067 
 
 
13.123 
22.897 
11.045 
16.349 
 
 
14.679 
25.053 
 
 
16.067 
23.836 
 
4.8 
4.6 
5.1 
3.9 
 
 
4.6 
5.3 
3.7 
4.9 
 
 
4.8 
5.4 
 
 
5.2 
5.6 
 
1.10 
1.08 
1.23 
1.04 
 
 
1.22 
1.43 
1.32 
1.46 
 
 
1.33 
1.52 
 
 
1.63 
1.72 
 
 
0.87 
 
 
 
 
 
 
0.81 
 
 
 
 
0. 77 
 
 
0.91 
 
 
0.753 
 
 
 
 
 
 
0.854 
 
 
 
 
0.785 
 
 
0.821 
 
Using the rule of Fornell & Larcker, [45] we can also confirm the 
discriminate validity since the values of the convergent validity are greater 
than the squared correlations with other constructs. 
 
Table III: discriminate validity of the constructs 
 Quality of 
information 
Credibility 
of the 
information 
Usefulness 
of the 
information 
Intention to 
continue 
Quality of information 0.753    
Credibility of the 
information 
0.726 0.854   
Usefulness of the 
information 
0.714 0.837 0.785  
Intention to continue 0.701 0.807 0.732 0.821 
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4.  Results 
The objective of this step is to evaluate the fit of the structural model to 
test hypotheses which lead us to the discussion of the results found by 
comparison with those of literature. The results of the model fit are in the 
following table. These results are satisfactory. 
Table IV: The quality fit of the model structure 
Fit indice Observed value Desired value Observation 
Kh2 normé 1,58 <2 Satisfying 
GFI 0,92 >0,9 Satisfying 
AGFI 0,91 >0.9 Satisfying 
CFI 0,96 >0,9 Satisfying 
NFI 0,94 >0,9 Satisfying 
TLI 0,96 >0,9 Satisfying 
RMR 0.006 <0,05 Satisfying 
RMSEA 0,054 <0,08 Satisfying 
5. Evaluation of hypotheses 
This phase is the most important part of this work. It is the verification 
and validation of hypotheses or not. For this case we have a Critical Ratio 
and a probability that allows us to comment on the validation or non-
validation. 
Table V: Results of the model structure 
Hypotheses Relationship 
 
λ (standardized) 
before bootstrap 
 
λ after 
bootstrap 
 
critical 
ratio 
 
p 
H1 Quality                         Utility 0.661 0.692 6.921 *** 
H2 Credibility                    Utility 0.726 0.778 7.863 *** 
H3 Utility                    Continuity 0.854 0.892 9.456 *** 
***: p<0.000 
 
Hypothesis 1: 
This hypothesis proposes that the perceived quality of information has a 
positive effect on the perceived usefulness of the information. The 
structural relationship is significantly 0.661, t = 6.921 and p = 0.00. 
Therefore the hypothesis is validated. 
 
Hypothesis 2: 
This hypothesis states that the perceived credibility of the source of 
information positively influences the perceived usefulness of the 
information. The results show a significant relationship: the structural link 
is 0.726, t = 7.86 and p = 0.00. It appears that the hypothesis is validated. 
 
Hypothesis 3: 
This hypothesis suggests that the perceived usefulness of the information 
on Facebook encourages users to continue using information from this 
source of information. The results validate this hypothesis. Indeed the 
value of the relationship is 0.854, t = 9.456 and p = 0.00. So the perceived 
usefulness of the information influences the continuity of the use of 
information sources on Facebook. 
 
6.  Discussion of results 
In this section this aim is to present the main results of this study and by 
comparing these results with those in the literature. 
 
We also assumed that the perceived usefulness of information from a 
source on Facebook positively affect the continuity of use of this source of 
information. This results support this hypothesis goes in the same 
direction as the result of [2]. He also joined the results of Bohling et al, 
[1]; Jalilvand & Samiei [4] who argued that the perceived usefulness of 
information positively influences the intention to continue using the 
exchange with the source from the information. The result is also 
consistent with that of [32]; [27]. 
 
Then the results have revealed that there is a positive effect on the 
credibility of the source of the information published on Facebook on the 
perceived usefulness of this information. Indeed information considered to 
come from a credible source can be regarded as useful and facilitating the 
transfer of knowledge [1]. Kim et al, [47] found that the credibility of the 
source of the information is an important determinant of the usefulness of 
the information. In the same vein, [32] also leads to the same conclusion. 
 
The results also show that the perceived quality of information has a 
positive effect on the perceived usefulness of this information. This result 
is consistent with results from the literature [27]. In effect, Lampos & 
Cristianini, [37] found that the perceived quality of information affects the 
perceived usefulness of this information. In the same vein Asur & 
Huberman, [41] found that the high perceived quality of the information is 
important to the usefulness of the information. Whence, the conformity of 
this result can be seen in the literature. 
 
7.  Conclusion 
Several studies have been conducted in the field of adoption of online 
information. But few have studied the adoption of information in 
interactive social networks like Facebook. Rarer still are those made in the 
quality and credibility of information on social networks and interactive 
effects of these variables on the continuity of the exchange with a source 
of information in the sector of retail. 
 
We believe that our study contributes to a better understanding of the 
usefulness of the information for the customer and the predictors of 
intention to continue to use this source of information in a context B-to-C. 
A major empirical contribution of this study is to test a model of quality 
and credibility of information with a social network on the “fan page” of a 
retail enterprise. 
 
This goal was to understand how the quality and credibility of information 
on Facebook can affect a user's intention to continue to use a source of 
information on Facebook. So this study is based on previous research to 
explore the effects of the quality and credibility of information on the 
usefulness of the information source and then the intention to continue to 
use this source information on the Facebook page from a retail enterprise. 
The results show that the quality and credibility of information have a 
positive and significant impact on the usefulness of the information source 
and indirectly leads to an intention to continue to use this source of the 
information, especially the “fan page” a retail enterprise. In addition, 
preliminary studies in this study treat the history of the attitude and 
intention of the consumer (e.g., [4]), but not with social media especially 
Facebook and not in the field of retail. 
  
In practical terms, this research allows companies retail to consider social 
media and especially Facebook as a means of communication because of 
the importance of Information and Communication Technologies and the 
growing number of Internet users. Some researchers have shown in 
previous research that these networks can serve as the basis of information 
exchange between employees [6]. But they can also serve as a means of 
communication between companies and consumers [2]. 
 
The results of this study may provide implications for enterprise leaders to 
better communicate with their customers in the context of interactive 
communication. With interactive communication based on Facebook, 
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communication managers of companies should make every effort to 
encourage consumers to continue to use the information on their Facebook 
pages. 
 
It should also improve the perception of the credibility of the information 
they publish in their “fan pages” providing mechanisms for recognition of 
the reliability and expertise of the person responsible their Facebook page 
and supplier information on their “fan pages”. They can also promote their 
“fan page” by inviting experts, people known to send messages and advice 
through their “fan pages”. 
 
The use of social media for enterprises today has become indispensable. 
The information and comments on social networks represent a wealth of 
information for enterprises and viral marketing. Each one has an 
individual perception of the usefulness of the information contained in the 
network [32]; [6]. In the same sense, Facebook is the world's first social 
network that implements a feature that allows companies to create a "fan 
page" about their products or brands. 
 
This presents an opportunity for companies to retail use social networks 
and especially Facebook to develop brand awareness, facilitate its 
communion and promote interaction, foster virility and sharing of 
information, improve e-reputation, humanize their company create a 
community around their company recruit fans or fans of the brand, engage 
and learn about people interested in their brand, obtain feedback on their 
products, recruit and retain the staff, establish contacts with new clients, 
organizing events and conducting market research to better understand 
competitors and gather information on new products and technologies. 
 
Like any research, this has limitations of both theoretical and empirical 
levels that must in future research. 
 
The first limitation related questionnaire and the sample size. We cannot 
generalize the results generated through means of information and 
convenience sampling method. Also, the use of the three-point scale; 
which can result in loss of information. Thus in future studies in this area 
can be considered scales having a number of more than three points.  
 
A second limitation is due to the sample size. Although larger than the 
threshold set by the literature remains relatively low for the use of other 
estimation for non-normality methods. In addition, a larger sample size 
could have different results. It might be interesting to conduct the study 
with a larger sample size. 
 
A fourth limitation is related to the use of the measures used in different 
contexts that of Tunisia. We could go through a qualitative study to 
develop measures adapted to the Tunisian situations. 
 
A final limitation related to our data collection was largely exploratory 
and conducted in a single country. It would be interesting to replicate this 
research in a wide variety of retail enterprises spread over several 
geographical areas to allow generalization of the results and compare the 
results between enterprises and countries. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
INTERNATIONAL STRATEGIC MANAGEMENT REVIEW 2 (2014) 79–8886
References 
 
[1] Bohling, TR., Kumar, V., & Shah, R. Predicting purchase timing 
product choice and purchase amount for a firm adoption of a 
radically innovative information technology; an analysis of cloud 
computing services.  Service Sci. 2013, 5, (2), 102–123. 
[2] Castillo, C., Mendoza, M., & Poblete, B. Predicting information 
credibility in times ensitive social media.  Internet Research, 2013, 
23 (5), 560-588. 
[3] Castells, M. La galaxie Internet. Paris: Fayard. 2002. 
[4] Jalilvand, R.M., and Samiei, N. The effect of electronic word of 
mouth on brand image and purchase intention: An empirical study 
in the automobile industry in Iran. Marketing Intelligence & 
Planning, 2012, 30 (4), 460-476. 
[5] Bruno, A. Communication relation et médias sociaux étude du cas 
de la sensibilisation aux feux de forêt. Thèse de doctorat en  
Sciences de l’Information et de la Communication, Aix-Marseille 
Université, 2010. 
[6] Kalampokis, E., Tambouris, E., & Tarabanis, K. Understanding the 
predictive power of social media. Internet Research, 2013, 23 (5), 
544-559. 
[7] Choudhury, M., Gamon, M., Counts, S., and Horvitz, E. Predicting 
depression via social media. Proceedings of the 7th International 
AAAI Conference on Weblogs and Social Media, Boston, MA, July, 
2013, 8-11. 
[8] Kietzmann, J. H., Hermkens, K., McCarthy, I. P., & Silvestre, B. S. 
Social media? Get serious, understanding the functional building 
blocks of social media. Business Horizons, 2011, (2011) 54, 241-
251. 
[9] Zhao, S., Sherri, G. & Jason, M. Identity construction on Facebook: 
Digital empowerment in anchored relationships. Computers in 
Human Behavior, 2008, 24, 1816–1836. 
[10] Jungherr, A., & Jurgens, P. Forecasting the pulse: how deviations 
from regular patterns in online data can identify offline phenomena.  
Internet Research, 2013, 23 (5), 589-607. 
[11] Yu, W. Operations strategy, business environment, operations 
resources and performance: an empirical study of retail firms in 
China. Unpublished PhD thesis, Nottingham University Business 
School, Nottingham. 2011 
[12] Mangold, W.G. & Faulds, D.J. Social media: the new hybrid 
element of the promotion mix. Business Horizons, 2009, 52, (4), 
357-65. 
[13] Click, A. & Petit, J. Social networking and Web 2.0 in information 
literacy. The International Information & Library Review, 2010, 
42, 137-142. 
[14] Zhang, J. Q., Craciuna, G. & Shin, D. When does electronic word 
of mouth matter? A study of consumer product reviews.  Journal of 
Business Research, in press. 2010.  
[15] Gayo-Avello, D. A meta-analysis of state-of-the-art electoral 
prediction from Twitter data, Social Science Computer Review, 
published online before print August 23, 2013 
doi:10.1177/0894439313493979. 
[16] Granka, L. Using online search traffic to predict US presidential 
elections, PS: Political Science and Politics, 2013, 46 (1), 271-279. 
[17] Franch, F. Wisdom of the crowd’s 2: 2010 UK election prediction 
with social media. Journal of Information Technology and Politics, 
2013, 10 (1), 57-71. 
[18] Gauntlett, D. Making is connecting: The Social Meaning of 
Creativity, from DIY and Knitting to YouTube and Web 2.0. 
Polity, Cambridge. 2011. 
[19] Qiu, L., Rui, H. & Whinston, A.B. A Twitter-based prediction 
market: social network approach. available at: 
http://ssrn.com/abstract¼2047846, http://dx.doi.org/10.2139/ 
ssrn.2047846 (accessed october 1, 2013). 
[20] Trusov, M., Bucklin, R.E. & Pauwels, K. Effects of word-of-mouth 
versus traditional marketing, findings from an internet social 
networking site. Journal of Marketing, 2009, 73 ( 9), 90-102. 
[21] Kozinets, R.V., de Valck, K., Wojnicki, A.C. & Wilner, S.J.S. 
Networked narratives: understanding word-of-mouth marketing in 
online communities.  Journal of Marketing, 2010, 74, (3), 71-89. 
[22] Miller, C.C. Who’s driving Twitter’s popularity? Not teens. New 
York Times, 25 August. 2009. 
[23] Keller, K.L. Building strong brands in a modern marketing 
communication environment. Journal of Marketing 
Communication, 2009, 15, 139-55. 
[24] Mazman, S. G., & Usluel, Y. K.. Modeling educational usage of 
Facebook. Computers & Education, 2010, 55 (2). 444 -553. doi: 
10.1016/j.compedu.2010.02.008. 
[25] Lampos, V., Preotiuc-Pietro, D., & Cohn, T. A user-centric model 
of voting intention from social media. Proceedings of the 51st 
Annual Meeting of the Association for Computational Linguistics; 
ACL. 2013. 
[26] Jenkins, H. Convergence Culture, Where Old and New media 
collide. New York University Press. 2006. 
[27] Jain, R. & Bagdare, S. Music and consumption experience: a 
review. International Journal of Retail & Distribution 
Management, 2011, 39, ( 4),  289-302. 
[28] Nielsen, C.. Global Faces and Networked Places: A Nielsen report 
on Social”, Networking's, In Nielson. En ligne: 
<hrtp://blog.nielsen.com/nielsenwire/wpcontent/uploads/2013/03/ni
elsen_glob alfaces_mar09.pdf>. Consulté le 11 octobre 2013. 
[29] Wang, E. S.T. The influence of visual packaging design on 
perceived food product quality, value, and brand preference. 
International Journal of Retail & Distribution Management, 2013, 
41 (10), 805-816. 
[30] Nisco, A., & Warnaby, G. Shopping in downtown the effect of 
urban environment on service quality perception and behavioural 
intentions. International Journal of Retail & Distribution 
Management, 2013, 41 ( 9) , 654-670. 
[31] Yu, W. & Ramanathan, R. Effects of business environment on 
international retail operations: case study evidence from China. 
International Journal of Retail & Distribution Management, 2012, 
40,  (3), 218-34.  
[32] Xiao-Ling, J. Christy, M.K., Cheung, M. K., Lee, O. & Hua-Ping, 
C. How to keep members using information in a computer 
supported social network. Computer in Human Behavior, 2009, 25, 
1172-1181. 
[33] Ahn, T., Ryu, S. & Han, I. The impact of web quality and play 
fulness on user acceptance of online retailing”. Information & 
Management, 2007, 44 (3), 263-275. 
[34] Lu, H.P. & Lee, M.R. Demographic differences and the antecedents 
of blog stickiness. Online Information Review, 2010, 34 (1), 21-38. 
[35] Linn, V.R., Eberhardt, T., Schutte, R. & Kenning, P. Consumer 
trust in food retailers: conceptual framework and empirical 
evidence. International Journal of Retail & Distribution 
Management, 2012, 40, (4), 254-272. 
[36] Shen, C.C. & Chiou, J.S. The effect of community identification on 
attitude and intention toward a blogging community. Internet 
Research, 2009, 19 ( 4), 393-407. 
[37] Lampos, V. & Cristianini, N. Nowcasting events from the social 
web with statistical learning. ACM Transactions on Intelligent 
Systems and Technology (TIST), 2012, 3 (4), Article no. 72. 
[38] Spena, T.R., Carida, A., Colurcio, M. & Melia, M. Store experience 
and co-creation: the case of temporary shop. International Journal 
of Retail & Distribution Management, 2012,  40 (1), 21-40. 
[39] Malhotra, N.K. Marketing Research: An Applied Orientation. 3rd 
ed., Prentice Hall, Englewood Cliffs, NJ. 1999. 
[40] Neil, R., Christy, M., Cheung K., & Matthew, K. Lee, O. 
Examining the perceived credibility of online opinions: information 
adoption in the online environment. Proceedings of the 41st Hawaii 
international conference on System sciences. 2008. 
[41] Asur, S. & Huberman, B. Predicting the future with social media”, 
Proceedings of IEEE-WIC-ACM. Internat Confer on Web Intellig 
and Intelligent Agent Technology (WI-IAT), Toronto, August 31-
September 3, 2010. 
[42] Cazzava, F. Panorama des médias sociaux, ln Fredcavazza.net ». 
En ligne: <http://www.fredcavazza.net/2013/09/20/panorama-des-
medias-sociaux>. Consulté le 20 septembre 2013. 
[43] Cheung, C.M.K., Lee, M.K.O., & Rabjohn, N. The impact of 
electronic word-of-mouth: the adoption of online opinions in online 
consumer communities. Internet Research, 2008, 18(3), 229–247. 
[44] Davis, F. D. Perceived usefulness, perceived ease of use, and user 
acceptance.  MIS Quarterly, 1989, 3, (3), 319-340. 
INTERNATIONAL STRATEGIC MANAGEMENT REVIEW 2 (2014) 79–88 87
[45] Fornell, C. & Larcker, D.F. Evaluating structural equation models 
with unobservable variables & measurement error.  Jour of Markg 
Resear, 1981, (48), 39-50. 
[46] Harrathi, F. & Calabretto, S. Multilingual Extraction of Semantic 
Indexes. Dans Proceedings of the 2007 international workshop on 
Semantically aware document processing and indexing 
2007, ACM ed. Montpellier, France. 2007, pp.1-8, International 
Conference Proceeding Series 259. ISBN 978-1-15159-668.  
[47] Kim, A. J. & Ko, E. Do social media marketing activities enhance 
customer equity An empirical study of luxury fashion brand. 
Journal of Business Research, 2012, 65 (2012), 1480–1486. 
 
 
 
 
  
 
                                                                               
                                           
 
 
  
INTERNATIONAL STRATEGIC MANAGEMENT REVIEW 2 (2014) 79–8888
Questionnaire 
  
1) In the table below you will find in each line two opposing terms. On a scale of 1 to 3, please indicate your perception of 
credibility of the information quality by checking one of three boxes. 
 
 
 
 
 
 
2) In the table below you will find in each line two opposing terms. On a scale of 1 to 3, please indicate your perception of 
credibility of information by checking one of three boxes. 
 
 
 
 
 
 
 
 
3) In the table below you will find in each line two opposing terms. On a scale of 1 to 3, please indicate your perception of 
credibility of the usefulness of the information by checking one of three boxes. 
  
 
 
 
 
 
4) In the following table you will find in each line two opposing terms. On a scale of 1 to 3, please indicate your perception of the 
intention to continue the relationship by checking one of three boxes 
 
 
 
 
 
 
Data sheet 
Please check the box that fits your best:  
 
Gender:                Male                                          Female  
 
Occupational category:  
  Student                             Employee                     Job Search                     Tradesman                               Retired  
 
Level of Education:  
- Bachelor                                     - Master or specialized Master                                                    - Doctorate  
 
Age  
Under 25 years  
Between 26 and 34 years  
Between 35 and 44 years  
Between 45 and 54   
Over 55 years  
 
Marital status:  
Single                     Married                                                    Divorced                                Widower  
 
Monthly income:  
Less than 200 dinars  
Between 200 and 500 dinars  
Between 500 and 700dinars  
Between 700 and 1000dinars  
More than 1,000 dinars 
 
 
 1 2 3  
Relevant 
   
Impertinent 
Actual 
   
Ancient 
Exact 
   
Inaccurate 
Complete 
   
Incomplete 
 1 2 3  
Trustworthy 
   
Untrustworthy 
Reliably 
   
Unreliable 
Expert 
   
Not an expert 
Well informed 
   
Not well informed 
 1 2 3  
Very informative 
   
Not informative 
Very useful 
   
Needless 
 1 2 3  
Very likely 
   
Very unlikely 
Certain 
   
Uncertain 
